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The Bureau of Public Affairs places advertising on the assumption that 
it should be done in the most economic and efficient manner possible. 
Consequently, in order to determine the value of a publication or 


advertising media, the Bureau uses the following guidelines: 


1. Total circulation, or potential audience 
2. Publication dates or broadcast reach 
3. Mechanical requirements 
4, Line rate, and mill-line rate 
5. Profile of readership or audience 
_6. Starch survey of readership patterns 
7. Bureau of Broadcast Measurement reports 
8. Audited circulation by the Audit Bureau of Circulation 


9. Free circulation in accordance with the C.C.A.B. 
(Controlled Circulation Audit Bureau) 


10. Other possible, or more economic methods of reaching 
into the area with the message indicated for 
that area. 
Extensive conversations with the Weekly Newspaper Association have 
let the Bureau to believe that weekly newspapers are not seeking 
government subsidy, but are prepared to stand or fall, on their merit, 
in competition with other advertising media. We feel that no publica- 
tion is entitled by right to a slice of taxpayer money. All have to 


merit it on the basis of what they deliver for the dollars expended. 


Digitized by the Internet Archive 
in 2024 with funding from 
Legislative Assembly of Alberta - Alberta Legislature Library 


https://archive.org/details/ableg_33398001411114 


Following is a breakdown of advertising accounts 
approved or committed for the period April lst to 
October 4th, 1972 excluding legal and classified 
advertising. 


Dailies $64,667.70 
Weeklies eye pune OMe: 
Radio Pia Tar. 04 


Television 33,300.44 
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INFORMATION ON THE USE OF ADVERTISING AGENCIES 


1. The government has been utilizing the services of most 
agencies in the province. 


2. Agencies used per attached. 


3. Advertising has not been placed direct by the Bureau. 
Some department have placed advertising direct in certain 
circumstances (i.e. community colleges). 


4. Noone agency has an exclusive on government advertising. 


Nearly all agencies have, or are being used, since April 1, 
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Admanagement Ltd. 

Foster Advertising Ltd. 

Francis, Williams, Johnson Ltd. 
McVean Advertising Agency Ltd. 
Roberts, Fenton, McConnel Ltd. 
Skelton Advertising Ltd. 

Smith & Smith Associates 

Wally Strang P.R. & Advertising Ltd. 
Baker Lovick BBDO Ltd. 

Wm. Huff Advertising Ltd. 

J. Ford Advertising Ltd. 

Robert D. Watson Advertising Ltd. 
Leggatt Advertising Ltd. 

Goodis, Goldberg, Soren (Alberta) Ltd. 
Vickers & Benson Ltd. 

Gordon Reid Advertising Ltd. 
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MEMORANDUM 


BUREAU OF PUBLIC AFFAIRS 


OUR FILE NO.: 


FROM: David G. Wood : YOUR FILE NO. 


Managing Director 
130 Legislative Bldg. 


PhO: Members of the Legislative Assembly, BATE: 
Premier's Staff, Deputy Ministers, 
Section Heads and Directors of Gov't Maye2sth,9 1972 


Boards, Agencies and Commissions. 


We are attaching a copy of a letter which has been sent to. 
all advertising agencies in the Province. Since it spells 
out advertising policy, we have keen requested to provide 

a copy ec all those who mignt be concerned with advertising 
throughout the Government. ; 


(Wu 


David G. Wood 
Managing Director. 


Att. Os 
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= BUREAU OF PUBLIC AFFAIRS 
GOVERNMENT OF THE PROVINCE OF ALBERTA 
OFFICE OF THE MANAGING DIRECTOR 
LEGISLATIVE BUILDING 
EDMONTON 


- 


130 Legislative Bldg. 
Edmonton, Alberta 


April 25th, 1972 


Dear Sir, 


How should we handle government advertising? Should we build 
an "in-house" facility including creation, production, and 
placement? Or, should we have ANY warty layout, of writing 
help on staff? In short, should we rely entirely on the 
private sector for government advertising needs? Obviously, 
granting the philosophy of Premier Lougheed and the present 
administration, we are going to go with the private sector. 
And we are. 


But, such a decision raises a host of additional questions. 
Who gets government advertising? What agencies should be 
chosen and on what basis? 


In advertising, we are dealing in the world of ideas, and no 
government could be expected to support an agency whose 
creative instincts were inimicable to the philosophies of 
that government. Even so, should a government use its 
advertising budcets purely as an exercise in patronage 

- as a reward for activities which might have helped elect 
that government? Surely not. 


You would quickly agree, I believe, that in the final analysis, 
government advertising has to be placed largely on the basis 
of merit. That is our conclusion, and by it will we be 
guided. 


So, we come to the third set of questions. How is merit 
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decided? Who can say with precise measurement that this campaign 
is better than that campaign; that this advertisement will 
accomplish more than that one? Ideally, all programs should be 
market-tested and definitive research undertaken. Perhaps in 
major areas, we can afford that luxury of time and money. But 
obviously, much of the selection will have to be on a subjective 
basis, done by a group of qualified advertising people. At the 
top echelon of the Bureau, we intend to have such people. Here 
is the way we plan to operate: 


1b Each department, board, agency, or corporation of govern- 
ment will set its own objectives. The Bureau of Public 
Affairs, if one is not already provided, will assigna. 
qualified advisor to provide communication support to 
help meet such objectives. (The presently called "Inform- 
ations,OfEicers =) 


2. - The Bureau of Public Affairs will work with the assigned 
advisor, (in most present cases, the senior information 
officer of each department), to suggest a total package 
of information, public relations and advertising services 
most likely to accomplish the desired goals. 

3s Where paid advertising is part of an "accepted program", 
an advertising agency will be assigned to plan it, prepare 
it, and place it: exactly as agencies now function with 
their private sector clients. 


4. Where an identifiable public relations or information 
phase is part of the “accepted program", it will either 
be handled by the assigned officer, or commissioned to 
the private sector. 


a The Bureau of Public Affairs will approve all advertising 
agency invoices, whether they are to be paid out of "pool" 
funds or directiy by the Department. Departments Wa 24 not 
pass advertising invoices for payment nor Will "Treasury" 
issue cheques for payment of advertising that has not been 
So approved. 


6. We know there is a good deal of talent in Alberta creative 
houses, and we hope to do our bit to combat the brain drain 
by using such talent. But, no advertising agency has a 
sinecure. We are determined to demand and get the best 
advertising capable of being produced. To this end, we Wid 
review all advertising periodically, and where we-feel it 
is needed, we will invite selective submissions. 


rhe The Director of Advertising and Graphics, (not named at 
this writing), will always give your ideas a receptive 
hearing and will expect you to argue, discuss, advise, 
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and use all of your specialized skills. Only in rare cases 


will you be expected to provide only a placement and clerical 
service. 


Where printing is an integral part of an advertising program, 
your choice of a printer can be suggested through the Bureau 
to the Queen's Printer. In such instances you might be 
authorized to maintain quality-control liaison with the 
designaced printer. But, all printing bills will be paid 
Girectly by the Queen's Printer. The Bureau will O.K. 

only your time and talent charges for the input and service 
you provide. 


Consider it this way: all the Government is the client, 

(not the separate pieces). The Bureau has been appointed 
the advertising manager of this large multi-departmented 

Client. We ask that you work in close co-operation with 

this advertising management. 


Goour.uck to all of you. 


Sincerely, 


ff 
al COA, 


ee 
David G. Wood 
Managing Director 


cc - All advertising agencies in Alberta. 
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